During the past half century, marketers generally have heeded Levitt's (1960) advice to avoid "marketing myopia" by focusing on customers. We argue that they learned this lesson too well, resulting today in a new form of marketing myopia, which also causes distortions in strategic vision and can lead to business failure. The New Marketing Myopia stems from three related phenomena: 1) a single-minded focus on the customer to the exclusion of other stakeholders; 2) an overly narrow definition of the customer and his/her needs; and 3) a failure to recognize the changed societal context of business that necessitates addressing multiple stakeholders. We illustrate these phenomena and then offer a vision of marketing management as an activity that engages multiple stakeholders in value creation, suggesting that marketing can bring a particular expertise to bear. We offer five propositions for practice that would help marketers correct the myopia: 1) map the company's stakeholders, 2) determine stakeholder salience, 3) research stakeholder issues and expectations and measure impact, 4) engage with stakeholders, and 5) embed a stakeholder orientation. We conclude by noting their implications for research.
WHY THE NEW MARKETING MYOPIA?
Marketers suffering from the new marketing myopia view the customer only as a "consumer"-a commercial entity seeking to satisfy short-term, material needs via consumption behaviors. The customer is not viewed as a citizen, a parent, an employee, a community member, or a member of a global village with a long-term stake in the future of the planet (see Jocz and Quelch 2008 for a political theory perspective on this point). We are arguing for a more sophisticated understanding of consumption that takes into consideration a wider set of stakeholders concerned about a company's social and environmental impacts-and recognizes that customers also wear some of those other stakeholder hats.
These stakeholders and the societal forces that they represent have profoundly Attention to stakeholders beyond the consumer often means engaging with groups that managers sometimes see as adversaries-such as activists, scientists, politicians and the local community (Spar and La Mure 2003; Yaziji 2004) . Collaborating with these stakeholders provides many benefits, including potentially helping marketers develop foresight regarding the markets of the future and providing the impetus for innovation.
Consider two topical examples: the obesity crisis and the plight of the US auto industry.
For generations, food manufacturers and fast food retailers catering to children had focused only on satisfying the short-term appetites of young consumers with little thought to their longer term well-being. These firms seemed insensitive to their role in shaping the habits and appetites of children. They excluded the concerns of other important stakeholders who were concerned about health and nutrition, including parents.
As Paine (1992) noted, marketers often seemed to be pitting children against parents, especially with advertising. Belatedly, food marketers have placed some restrictions on their marketing to children, but only after a concerted attack. What if they had led the way by recognizing the long-term needs of their customers and collaborating with rather than resisting the myriad stakeholders who were championing healthy eating? Food manufacturers and retailers should not shoulder the full blame for the obesity crisis.
However, the fact that other factors contributed does not lessen the responsibility of food companies for the part they played.
Likewise, with their narrow reading of consumers' preferences, the Big Three American automobile manufacturers have largely ignored admonitions from scientists, environmentalists, politicians, and journalists to attend to the problems posed by oil and develop the potential of alternative energy sources. They have held fast to their longtime emphasis on large, gas guzzling cars, trucks, and SUVs, which have become a symbol of America's blatant disregard for energy consumption. Lured by fat margins on big vehicles, they catered to only one component of consumer preference and ignored the need for cleaner and more fuel efficient vehicles.
Consider Japanese producers Honda and Toyota in contrast. Honda launched its first low emission and fuel-efficient vehicle in 1974 and consistently improved the fuel efficiency of its cars during the 1970s and 1980s (Govind 2007 ). In 1998 it unveiled the world's first hybrid car and in 2002 became the first manufacturer to have fuel cell cars certified by the US government for commercial use. Toyota's energy efficient offerings have followed suit and its Prius hybrid has sold over one million units worldwide (Engardio 2007) . Today, American manufacturers lament the changing consumer preferences that are forcing them to close their truck and SUV plants and take other drastic measures to survive (Mohr 2008) . General Motors, in an advertisement published in Automotive News in December 2008 as part of an effort to secure the billions of dollars in federal funding it needed to survive, admitted that it had "disappointed" if not "betrayed" consumers. The government aid likely will require US manufacturers to produce much greener cars and trucks. Multiple factors explain the demise of the US automobile industry, but its prospects certainly have not been helped by its failure to collaborate with stakeholders in creating energy efficient vehicles.
There are many other examples of the new marketing myopia, be it Nike's failure in the 1990s to respond to workplace abuses in the factories of its suppliers that resulted in worldwide protests and boycotts, or Monsanto's blatant disregard of public opinion about genetically-modified food that was a major contributing factor in its merger with Pharmacia (Smith 2007). Suffice it to say that when marketers give insufficient attention to stakeholders they do so at great peril; their customers, their companies, and society at large likely will be adversely affected.
MARKETING AND STAKEHOLDER MANAGEMENT
New definitions of marketing are emerging suggestive of a role for stakeholder management in marketing, although discussion of these definitions also speaks to the myopia found in practice. The 2004 AMA definition made specific reference to stakeholders, but was criticized for defining marketing from the perspective of marketing management and ignoring marketing's societal impact (Gundlach 2007) .
1 Nonetheless, Sheth and Uslay (2007: 303) welcomed its departure from the exchange paradigm in favor of value creation because they believed that the former had resulted in "a singleminded focus on the role of customers," whereas "multiple stakeholders are involved… and value cannot be created in isolation of the stakeholders." Lusch (2007: 266) There have been many contributions to stakeholder theory since then (for a review, see Mele 2008; Phillips 2003) , including some from critics, such as Jensen (2002) and Sundaram and Inkpen (2004) . Suffice it to note for our purposes that absent from consideration in much marketing practice-and research-is the idea at the heart of stakeholder theory, that companies have stakeholders who are affected by or can affect what a company does. While some stakeholder theorists make a normative claim about company obligations to stakeholders (e.g., Evan and Freeman 1988) , others treat the idea simply as a description of a business and managerial reality (e.g., Mitchell, Agle and Wood 1997) . In this paper, at least, our purpose is to urge greater attention to this business reality within marketing practice-as a way of escaping the new marketing myopia. As we have shown, the need to do so has become increasingly evident.
The new marketing myopia also can be found in marketing research. Largely absent from the marketing literature is attention to the multiple stakeholders that serve in practice as constraints on marketing strategies, as well as sources of opportunity for firm and societal value creation. There have always been streams of research in marketing that acknowledge its social aspects, not least in the broadly defined marketing and society literature (see an overview in Bloom and Gundlach 2001). However, much of this literature has focused on public policy, particularly as it relates to consumer protection.
There is attention to company stakeholders, but it is one step removed and mediated through government, the law, and related regulatory mechanisms. Attention has been
given to topics such as social marketing, cause-related marketing, and ethical consumerism, but even in these areas, there has been little focus on the requirement that the firm consider multiple stakeholders beyond the consumer. Moreover, marketing and society is not seen to be at the core of marketing thought (Wilkie and Moore 2003).
Not long after Levitt's (1960) 
PROPOSITIONS FOR MARKETING PRACTICE
How can marketers avoid the new marketing myopia? We have identified a vision for marketing as a practice that involves proactively incorporating stakeholders beyond the customer in creating value for the firm and for society. This is not to suggest that customers are unimportant-they remain a central consideration-but it is to recognize that there are other stakeholders who also require marketing's attention. For B2C companies, these other stakeholders (e.g., employees) are sometimes customers too, but they need not be (e.g., non-target market members of the firm's local community). 
Proposition 1: Map the Company's Stakeholders
The starting point is for marketers to map the company's stakeholders (Krick et al. 2005; Freeman et al. 2007 ). Clearly, there may be specific departments in the organization with primary responsibility for certain stakeholder groups (e.g., investor
relations, human resources). However, we are suggesting that marketing, at minimum, needs to be strategically cognizant of all the firm's primary stakeholders (customers, employees, suppliers, shareholders, and communities) and its key secondary stakeholders (typically, media, government, consumer advocacy groups, competitors, certain NGOs)-and the interactions between them. Consider, for example, an electric automobile manufacturer (e.g., Th!nk or Tesla) with overlapping and interconnected stakeholders in its customers, employees, investors, suppliers, government, media, and environmental NGOs-united by a common interest in reducing climate change.
In some circumstances, it may fall to marketing to have the strategic oversight of all salient stakeholders in the set. This is more likely when the organization is marketing- 
Consider, for example, AARP (formerly the American Association of Retired
Persons), which states that its mission is "to enhance the quality of life for all as we age, leading positive social change and delivering value to members through information, advocacy and service." 6 Consistent with its mission and values, its for-profit subsidiary, AARP Services, makes available "new and better choices" for its members. Thus, AARP Services seeks to fill consumers' needs for health insurance, but at the same time does much more to further consumer wellbeing in combination with its partners (AARP, Walgreen's, the Business Roundtable, and the Service Employees International Union).
Together, they are attempting to improve the health insurance marketplace, educate consumers about wise use of medicines, and ultimately transform the health care system for the benefit of consumers (Novelli 2007) . AARP provides testament to the value of having a broad and enlightened view of customer satisfaction and giving priority to noncommercial needs of consumers.
Proposition 3: Research Stakeholder Issues and Expectations and Measure Impact
Having mapped and prioritized the salient stakeholders, companies must identify their expectations and issues of concern. This proposition speaks to the particular relevance of marketing's role in stakeholder management. Marketing expertise in marketing research can readily be transferred from research that looks primarily at customers to research on a full array of stakeholders, using both primary and secondary data and qualitative and quantitative analysis. In some cases, marketing researchers' methodological skills in investigating sensitive or emotionally-charged topics will be especially useful. Consider, for example, research that might be conducted by an oil company on the expectations of the local community surrounding a petroleum refinery.
Research is a key component of Unilever's integration of social, economic and environmental impacts into brand innovation. Patrick Cescau, Group Chief Executive, has said: "Successful brands of the future will be those that both satisfy the functional needs of consumers and address their concerns as citizens-concerns about the environment and social justice" (Unilever 2007: 12) . Key to realising this is Unilever's "Brand Imprint Process," a research-led initiative that has been run on more than fifteen of Unilever's biggest brands. One of the earliest beneficiaries was its Dove brand However, the quality of many of these reports leaves much to be desired. Marketing research methodologies can contribute to company efforts to better measure company social and environmental performance-as a basis for reporting but also for improving practice where it falls short of expectations (see Epstein 2008 for current approaches).
Research is also required to evaluate the effectiveness of the stakeholder management strategy and its implementation. For example, how do different stakeholders react to the company's CSR practices, and how can marketing approaches, methodologies, and technologies be employed to understand these reactions and to respond creatively to them? How can CSR practices be communicated in a credible manner, and how can skepticism (see Ellen, et al. 2006 ) be dealt with effectively?
Proposition 4: Engage With Stakeholders
Research with U.S. companies suggest that many who claim to give attention to stakeholders often do so at a distance-they may make efforts to consider the interests of different stakeholders in their decision-making, they may even do research on stakeholder expectations, but they don't engage directly with stakeholders (Googins 2008 Maignan and Ferrell (2004) suggest, the development of stakeholder orientation, extending the practice of market orientation (Kohli and Jaworski 1990) . However, as with market orientation, scale development work is required to develop valid and reliable measures of stakeholder orientation.
Consider the example of Monsanto. By its own admission, prior to 2000 it had failed to take seriously the concerns of stakeholders regarding the safety of its agricultural biotechnology. Monsanto's customers-farmers and distributors-loved the genetically engineered crops, but other stakeholders had grave concerns, which the company viewed as "nonscientific" and unimportant. The result was a crisis of public confidence incited by activists, who made highly effective use of the internet. They put pressure on Monsanto's customers, distributors withdrew their support, and the stock price plunged. Monsanto merged with Pharmacia in March 2000 to be spun off a few months later through a partial IPO.
Given these problems, Monsanto identified two challenges that it had to address: 1) to broaden its notion of its stakeholders to include both critics and allies; and, 2) to bring stakeholder concerns into internal policy and decision making. employee morale and productivity and reduce health care costs. Who better to market a stakeholder orientation to key internal constituents than marketers?
CONCLUSIONS
We have identified how marketing's myopic focus on customers and failure to give attention to a broad range of stakeholders can have serious adverse consequences for marketers, their firms, and society. In contrast, we have proposed a vision of marketing management as involving multiple stakeholders in value creation. To assist marketers in realizing this vision, we have made five propositions for improved marketing practice: 1) map the company's stakeholders, 2) determine stakeholder salience, 3) research stakeholder issues and expectations and measure impact, 4) engage with stakeholders, and 5) embed a stakeholder orientation. We have asserted that marketing can bring a particular, if not unique, expertise to these initiatives. While our emphasis has been on practice, we have also highlighted the paucity of research on stakeholders in marketing.
The propositions for marketing practice suggest many avenues for research to fill this gap, from research of communication practices that are salient and effective for different stakeholders to developing methodologies and metrics for the measurement of stakeholder orientation and corporate social performance more broadly. Both marketing practitioners and researchers need to comprehend better the firm's deeply embedded position in society and shift from a narrow focus on customers to a stakeholder orientation if businesses are to prosper and grow in the unpredictable business environment of the 21 st century.
